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This paper proposes a new strategic framework for the management of integrated marketing
communication. In the framework, ISM's positioning is made clear, taking the overview of integrated
marketing communication  management.
統合的マーケティング・コミュニケーション管理、戦略的枠組、プッシュ戦略、プル戦略、製品戦略、
販売促進、アウトレット戦略、店頭マーケティング、知覚刺激型手段、利得誘引型手段
management of integrated marketing communication, strategic framework, push strategy, pull strategy, product
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